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ABSTRACT

Tﬂe subject sélected for this research study is the
identification ofvstrategies to’establish an Internet
marketfng agency in the United Arab Emirates (UAE) . The
first ﬁtep involved a study df the Internet and how it is
being used as a marketing tool today, and a survey of 150
respondehts in 50 organizations in the UAE. The results of
the‘reéearch’supported the view ﬁhat the UAE is continuing
in its;growth and development stage and that using web
sites @s a way to market products will ensure such growth.

THe stﬁdy found that in general, UAE managers are
familiér with'the'Intérnet and the use of web'éites. Many
indicated they are currently using web sites for marketing
their products and others reported that they would be
using the Internet in the near future. The reéults
indicate that an advertising agency with expertise in
designing and maintaining web sites is needed in the UAE

to support its continued growth and development.
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CHAPTER ONE

BACKGROUND

The subjeet selected for thisjresearch project is.the
identification of the strategies to establish an Internet
marketfng agency in the United Arab Emirates (UAE) that
offers advertising assistance via web sites to companies
doing business in the ceuntry. Today, more than 1.6
million commercial sites operate on theVWeb, mainly
American companies, all in fierce competition for the
atteﬁtion of potential buyers. Hoffman and Novak (2000)
state that E-trailers are finding ehat it takes enormous
marketing expenditures to set themselves out from the
crowd,‘inspire.web shoppers to visit their sites, and then
to get them to actually make a purchase. |

Internet marketing is still a work in progress. Every
day new experiments are tried and new:data Cq;lected. With
the ability to allow a company to draw a direct line from
advertisement to sale, the web offers for the first time
in theihistory of media a chance to knew what strategy

realiyiworks (Hoffman & Novak, 2000).

Statement of the Problem
The UAE is a small country in the Middle East. Since

independence it has become an industrial power in the Gulf



”reglon Unlted Arab Emlrates‘Handbook 19§9‘states.that
due tO‘ltS geographlc locatlon,‘the UAE is a major port on’f
_-pthe Gulf serv1ng ShlpS travellng from Europe to Asia, and
shlps from A51a to Europe and the Medlterranean The UAE
governmentlpollcy recognlzes the private sector as belng
of major 1mportance in the drive for dlver31f1ed economlov
,'growth and full employment forvnatlonals and;to lessen
: ‘ _ _
dependenceion‘01l for revenues. The creatlon of a
fac1lltat1ve bus1ness env1ronment.encourages local
'lnvestors to put thelr wealth to productlve use, as well
T:as.attractlng forelgn 1nvestment, |
Key elements of the UAE S 1ncentlve strategy have
-been the provr81on of flrst class industrial faC1llt1es“
- and bus1ness support servrces, the reductlon of red tape
'and streamllnlng of admlnlstratlve procedures as well as
dupdatlng of commer01al lawsvand regulatlons to meet
‘1nternatlonal obllgatlons, 1ncrease transparenoy and‘
lensure effectlve protectlon for lnvestors. Favorable tax
'lllaws andbpolltlcal stablllty also assist in maklngvthe UAE
“*ﬁga prlmeghuslness looatlon” S |

5

. These strategles have resulted 1n the establlshmentv

f manyjbus1nesses and 1ndustr1es in the UAE partlcularlyw

V'Dubal and Abu Dhab1 At the present tlme, although many



companiesxhave imﬁlemented modern technology, they have
been slow to adopt the Internet as a marketing strategy.

| Iﬁ is believed that many companies could greatly
benefit frdmimarketing on the Internet because the market
'is very broad and includes ail countries in the Middle

East and beyond.

_Purpose‘of the Study

The pﬁrposekof the study is to identify the need for
and interést in the usé of fhe Internet and web sites as a
marketing tool in companies currently doing business in
the UAE. Only 14 percent of top firms in the UAE are
currently involved in e-commerce, but 95 percent believe
the Internet is an important business tool, according to
recent surveys.

Gilbert Laroix, Intel‘srgeneral manager for the
Middle East and North Africa, sates that the Internet is
changiné the ways of business and cdmpanies need to take
advanta@e of this new phenomenon. He expects e-commerce in
the Midﬁle East will grow from its»present value‘of a few
hundred%millién dollars to more than $2 billion by 2002
(Surveyg UAE, 2001). |

The objective of the survey was to identify those
companiés in the UAE that would benefit from marketing on

¢

¥



the Internet but who may not have internal skills and
éxperienCe necessary to develop web sites that will
attract customers. Few companies today have web masters
and therefore are handicapped getting into the field of
Internet marketing. This study will identify the
feasibility of opening an advertising agen¢y in the UAE to
prepare web sites for the various companies that would
benefit from using this marketing tool to expand their

markets.

Methodology

»The methodology selected for this study includes
primary and secondary research. Primary research consists
of a survey of companies within the UAE that would benefit
from tﬁe use of web sites to expand their markets, which‘
would enable thém to increase production and contributev
more to the economy. A questionnaire was distributed to
the mafkéting managers of approximately 50 companies,
selectéd at random. The Likert system was used for
.respon%es to the survey, and the Statistical Pfogram of
Social;Sciences (SPSS) has been used to analyze the
primary data.

Secondary research consists of articles, journals,

and texts on the subject of establishing web sites and



»fmarketrnd on the Internet publlshed w1th ln the last flve
to ten years The focus “is on web 31tes and marketlng onv;u
lvthe Internet Case studles 1nclude the hlstory and
.frbackground of companles that have successfully marketed on .

-]the-Internet,vthe methods and strategles that have

contrlbuted to the1r success

ﬂaéroject’ReView
From thekcollected data, -a proposed bu51ness plan was
prepared for establlshrng an Internet advert151ng agency
filn the UAE for the purpose of marketlng web s1tes to
‘fgcompanlesbcurrently d01ng buslness 1n thevUAE The'
ffbu51ness plan 1ncorporates a marketlng plan de51gned for.

'_the bu81ness to de51gn and sell web 51te advertlslng to

l0calfbu51nesses that wrll beneflt from the_use of,'

|

:marketihgion,the”*jtgfﬁetj o

dl?fphwl'wff'; Plan of the Study

The followrng 1s the content of thlS study

: o L
‘“*Chapter;Oneu,Introductlon,~Statement of the Problem,-;
i

Purpose of_themSJVIy Methodology, and PrOJect

fRevrew.:i‘f""

.T'Chapter Two A'briefﬁreview Oflthe'Internet‘ the,WOrld :

"*Wlde Web 'and the use of the Internet as a'

uf;marketlng‘tool w1th empha51s ‘on advertlslng




Chapter Three: A brief summary of the UAE as a country,
"its industrial progress, and potential in the
‘Global market, ourrent‘use of the Internet, and
 statué of the ourrent use of the Internet.

Chaptef Four: Methodology and results‘of the survéy

conducted in the UAE.

Chaptef_Five: A proposed‘business plan for‘the purpose of
:eStablishing‘an Internet Advertising Agenoy in thé

UAE: o . . :

Chapter Six: A summary of the study and conclusions drawn
from the results as to the feasibility of
establishing an Internet Advertising,Agenoy in the
UAE.

The next chapter is a review of the use of the
,Intérnet,andfweb sites as a marketing fool in various
types of businesses whose products’and/or éervices would
- benefit from a broader perspective domostically as well as

internationally.



CHAPTER TWO

THE INTERNET AND WEB SITES'

‘Introductlon

Although the hlstory of the Internet is relatlvely
s»short, ﬁts growth has been explos1ve ’Accordlng to o' Brlenf
(1996);;the Internet has 1s‘roots in a networklng prOJect
hstartediby the Pentagon s’ Advanced Research PrOJects
Agency (ARPA) establlshed 1n 1969 by the U.S. Defense
Department ‘to enable corporate, academlc, and government
researchers to communlcate w1th E—mall and share data and
vcomputlng resources; The network called ARPANET became
functlonal in September 1969 effectively llnklng together
.sc1ent1f1c and academlc researchers in the Unlted States

The Net . does not have a central computer system or
telecommunlcatlons center. It does not have a headquartersf’
.or governlng body It iS»growing rapidly. It ‘is the
largest network ‘of networks today and the closest model we
 have tobthe,lnformatlon superhlghway;of tomorrow, It 1s a

rapidly growing web of‘thousands of businesses,

. o ‘ J - o
,educatibnal and research networks connecting millions of

' computers and their users in over 100 countries (O'Brien,

1996) .



aninesses are also connecting to the Internet
because it represents the wave of thevfnture in business
telecommunications. Many feel that'this is the way
business will be conducted in the future. As a result, the
Internet has become a marketing tool with everything being
bought and sold ranglng from antiques( cars, computers,

foods, clothing, to name,a few.

The World Wide Web

Cashman (2000) states that although the terms World
Wide Web (web) and Internet interchangeably, the web is
just one of“thebmany Services available on the Internet.
The Internet was developed in the later 19605, and the web
came into existence a decade ago, in the early 1990s.
Since then, hoWever, it has grown phenomenalky to become
theImOSt widely used service on the Internet.

The web,is a network of computers all over the world.
The computers c0mmunicate with each other,using a
communlcatlon standard called HTTP. Web 1nformatlon is
stored 1n a worldw1de collectlon of electronlc documents
that have puilt- 1n hyperllnks to other related documents.
The hyperlrnks, called links, allow users to navigate
quicklv from‘one document to another, regardless of

whether the documents areflocated on the same computer or



on different computers in different countriesb An
1“electronic document lS called a web‘page -
Testerman, Kuegler, and:Dowling (1999):reportslthatg
.the.web fuses text- based documents w1th graphic images,“
sound, yand animation It allows for complex interactions
between the consumer and the advertiSing medium as well as
betweenﬁgroups of consumers The invention of the web has
prompted millions of consumers to. go online according tov
jTesterman et al., (1999).

Cashman (2000) states that a. web>Site is defined as‘a
vgrouping of web pages linked so that one may follow from
| one page to the next. Most web Sites have ‘a. staring point,

called a homepage, ‘similar to,avbook cover or table of

: § : o ‘ e T

cOntent% for the site and provideS‘information about the
site's purpose and content It is also used to describe

the information that an individual, company,‘or entity

puts on;the Web.

Webmaster

Y;VA Webmastervisthe indiVidualﬁresponsible for
develop1 ng web pages and maintaining abweb site. Webmaster
and other web pagedeVelopersvcreate.andformatvweb;pages.-

using hYpertext markup language (HTML)‘which is a set of

specialgcodes‘that define the placement and‘format of‘



“text graphlcs,vvideo}tandrsOundTonva'Web1page.:Because
'HTML can be dlfflcult to learn and use,‘many user frlendly

:tools ex1st for web publlshlng, Wthh 1s the development B

vand malntenance of web pages (Testerman et al ’ 1999)

Many companles, partlcularly small.and some medlum
s1zed companles; do not have a Webmaster on staff
ll‘accordrng to Testerman et al (1999) Testerman et al
lﬁadds that although a company‘may have ‘an in- —~house |

_advertlslng or marketlng department thlS does.not mean'
:dthat there is in- house expertlse needed to develop a‘
worklng web strategy The company.may have a computervor
technlcal department but thlS does not mean they have any_
,1dea or concept of marketlng Wthh is a unlque fleld |
Wlthlnfltself' |

The Internet 1s a spec1allzed portlon of the computer

‘ world,‘the people who run corporate computer systems are
not alwayS'well versedaln the web. An alternatlve.ls
hlrlng;an out51de consultant who works on adhoc j‘
develogment of webvpages oruhelps coordlnate the evolutlon
of Webifrlendly marketlng plans It 1s Testermanhs et al.
‘(l999)‘v1ew that most flrms today look to Internet |
'advertrsing agencies; those w1th expertlse in thlS area
lthat.is needed’if'the sites are to be effectlve |

|
!
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Web Marketlng

: The webfls a fast paced Net env1ronment where
cltlzens called web surfers make ultra fast chOlces to
'acqulre 1nformatlon;‘Cashman (2000) states that the web is .
a‘socidtyﬁUHtovitself wlth 1ts own‘culture,ylts-own.us
B people, and even 1ts own language It 1s multlnatlonal 1n
character It has evolved 1ntova culturally dlverse‘venue,
‘where at any tlme you Wlll find surfers from every part of
:‘the globe Web user dlver31ty has spe01al 1mpllcatlons for
anyone whoswants to market,thelr products_orvserv1ces
‘onllne hsing‘the'Net. éneyreason,the web is sobpopular is_
thatbthb_sites‘feature-pictures‘and_sound. Stunning
‘visualsiand compellingbmusic and sound effeCtS’transcendi

; ‘
language barrlers and capture the attentlon of surfers
Creatlve-Strategles (1998) reports that the Internet

is changlng the way we advertlse and market products and -

iserV1ces Through powerful targetlng technology and a hlghf

' level of lnteractlon, the web offers the ablllty to . bulld S

:.relatlonshlps between brands and consumers llke no other
form oflmedla ‘Advertlslng and marketlng on the web‘
present:opportunltles The web S potentlal for generatlng
dlrect sales is both fea51ble and practlcal Sales w1ll
1ncreasp in years to come. once the 81te.becomes :

'establlshed. Testermanjetval (1999) indicates that

R



breaking-even the first year may not be possible, but the
growth will lead to direct sales before a decade is over.
No other medium can put a company before so many people.

Hyland (1998) reported that advertising on the
Internet recorded the highest level of revenues during the
third quarter of 1997, totaling $227.1 million, and
year-to-date revenues of $571 million, a significant
increase over the reported 1996 revenues of $267 million.
Factors contributing to this growth include an increase in
budgets devoted to online advertising, improvements in web
content and entertainment, growth in cross-promotion of
web sites in other media (e.g., TV, print and radio).

The Internet is changing the way we advertise and
market products and services. Through powerful targeting
technology and a high level of interaction, the web offers
the ability to build relationships between brands and
consumers like no other form of media. The key to
utilizing the Internet's full potential is being aware of
the opportunities and then determining the best way to use
these methods to reach a company's goals. The most
exciting facet of online advertising is the variety of
creative strategies that meet the different needs of web

advertisers (Creative Strategies, 1998).

12



| Modahl (2000)‘states that the Internet makes 1t
‘~yposs1ble for consumers to express demand and let companles_
respond to them As 1t reaches crltlcal mass, 1nformatlon ’

isystems change the way companles measure demand and set

'*‘prlces The successful companles are those that do a good B
SR J : S

o jOb 1n forecastlng future demand However, when consumers

- set the agenda, 1t 1s more 1mportant for companles to be

‘!iable to respond qulckly than 1t is- for them to predlct

- well To acqulre a consumer base, Internet companles '

expand thelr p01nts of sale as qulckly as poss1ble

P h Costs'ljdukd'

11 What‘ls the‘cost for.Internet‘companles5 Some
advertise'on telev151on, but most do not. Instead they
pay to‘place thelr company S name‘and a llnk back to thelr
51te on the most popular Internet dlrectorles, or "portal"
sites'i nllke TV, advertlslng deals,‘the‘portalvplacements,
‘as they are” called in. the 1ndustry, usually cover two to
frve years at a tlme These deals cost the buyer anywhere
F:Ffrom $5 mllllon to $500 mllllon Over the last three.
years,jthe number and costs of these deals has been
:~1ncrea51nghllt is only natural to look at the Internet and
conclude that s1nce everyone 1s connected your customers
rcan get to«you‘ A more. useful view 1s that the network

i
1



s
o
N

allows you to connect to them,ywherever they are. Ratherj'“

‘than seelng a web Slte as a Slngle, huge p01nt of sale, 1t~

J

is merely the back offlce of the bu31ness As the“company

name lS dlstrlbuted to other Internet 51tes,‘and
_,;eventually onto consumers desktops, palm,computers,.andi

fltelephones (Modahl 2000)

S
1
|

fSummary

The hlstory of the Internet is relatlvely short bute

1ts growth contlnues to explode throughout the world Theb‘ :

World Wlde Web (WWW) 1s a number of 81tes ‘on the Internet,
prlmarlly used today for marketlng,'obtalnlng 1nformatlon,

and communlcatlons Web pages prov1de bu81ness and L

‘rlndustry w1th the ablllty to sell products and serv1ces on»f»_'

the Internet Compared to other medla,_web s1tes have

- proven to be less expens1ve

, The next chapter is a brief reV1ew of’ the economlc

""bnbgrowth of the UAE 1ts 1ndustr1al progress, and potentlal |

:/fln the Global market current use of the Internet - and
~statuS'of the~current'use,of~the,Internet;'
- 2 == = : h

{
ot
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' *T,;‘”lfh,ﬂf“v CHAPTER THREE

THE UNITED ARAB EMIRATES L

1
S ‘ | o
.%. s e Introductlon : - | i :
Tée;Unlted Arab Emlrates (UAE)jls'iocatedninbthe‘ .
"eastern part offthe Arablan Penlnsula;iextendlng along _‘.*
Epart of the Gulf of Oman and the southern coast of the
‘bPerSlan Gulf The Tlme Almanac 2000 states the natlon is 1
.TT;the S1ze of the state of Malne (B wBrunner, 1999) ;Its"T
;nelghbors are Saudl Arabla to the mest and south Qatar to
‘gthe nonth ‘and bman rn‘the east Most of the land is

”*barrenxand sandy The government 1s a" federatlon formed in

'1;1971 by seven emlrates known as the Tru01al states Abu -

\h,thhabl (the largest),»Dubal, Sharjah Ajman, Fujalrah Ras

"lgf"Ubal

'fal Khalmah and Umm al Qalwaln The capltal is Abu Dhabr.

””_'In 1999 the populatlon-was estlmated at 2, 344 402

Hlstory_;ﬂ§ 5

!
he earllest 1nhabfvants of the UAE appear to have

bif,arrlve% durlng the Late'ftone Age, around 6 OOO to 7 OOO =
years ag.o Thelr flll’l C
NSRS S

1mplements have been found both

3 ~-5qu‘; . " i
.finland and on offshore'rslands llke Dalma and Merwah i

’;hAroundg4 OOO BC th ople were tradlng by sea Wlth the |

’“1v1llzatlon of*Mesopotamlarf the beglnnlng of a

J”fflongmherltage;offmar;tfme»tradefEDurlng the Bronze Age




from around,3,200 BC to 1,300 BC, the UAE was already
playing a significant role in regional commerce, exporting
copper and probably pearls to the oreat empirés of
Mesopotamia and importing tin, ivory, fine ceramic vessels
and othor goodsvfrom.Afghanistan, Iran, and the Indus
Valley (United Arab Emirates Handbook, 1998).

Trade, both by sea and by iand, has long been a key
feature of the local economy. Archeological sites at
Mileiha, in Sharjah;bhéve produced evidence of commercial
linké with Greece in the third century BC, while Adboor in
Umm al-Qaiwain had links’with the Roﬁan Empire at the
beginning of thevéhriStian era, by which timé the'port of
Dibba onbthe UAEis Gulf of Oman coasrline was already
trading with China (United Arab Emirates, 1998).

The United Arab Emirates Handbook (1998) states that
Islam was introduced to the UAE in the 7% century when
God asked the Prophet Mohammad to deiiver his message to
the worid. The‘UAE played a major role in spreading the
faith iﬁto Iran and in countries furthor'eastward;

Thé United Arab Emirates Handbook (1998) states that
part offthé ﬁAE came under control of the Portuguese in
the 16ﬂ‘oentury although the mountaino'and interior

succeeded in preserving their freedom. In the 16

century, the Bani Yas tribal confederation had already
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establfshed‘itselfflnfthefwestern'part'ofﬁthe&country,
‘where the emlrate of Abu Dhabl was to emerge -Later, thelb
»ancestors ofvthe Al Qawa51m famlly, whlch prov1ded the
7 0 : ‘
3rulers lof Sharjah and Ras al Khalmah establlshed
lfthemselves in the northern part of the country By the‘h
kearly 19“‘century; the naval powervof the Al Qawa31m
challenged the mlght of the Brltlsh East Indla Company
“promptrng, after ‘over: a decade of 1ntermlttent confllct a
'permanent Brltlsh polltlcal and mllltary presence ln thel
: 'region{(Unlted Arab Emlrates Handbook 1998) | |
Under the agreements 31gned 1n 1820 by the Brltlsh
-vthe rulers of the emlrates,'or shelkhdoms as “they were
_then known,-retalned thelr soverelgnty in 1nternal
: affalrs,_but beneflted from the preservatlon by Brltaln of
jl peace at sea; permlttlng the flourlshlng of the localvi
“pearl 1ndustry Pearl lelng remalned a key component of
'the local economy untll the 1930s, when it suffered under:
-_the dual blow to the world economlc depre531on and the e
‘jnlnventlin of.the cultured pearl The 1ndustry flnally
faded away shortly after World War II by Wthh tlme, a new
»lndustry, Qll had begun to make 1ts mark Commercral
deposite of”oll‘were found_1n\1958, w1th exports beglnnlng ”
'lfour yeprs latery layinglthelfoundatron_for the economlc'

ggrowth that has since completely»transformed%the country.
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In 1968, the British announced that they would

- withdraw from the region. The rulers of the emirates began
discussions that led eventually to the formatiqn of the
federation,Laﬁd'thé UAE emerged as a fully fledge member
of the interhational community»on December 2, 1971 (United

Arab Emirates Handbook, 2000).

The'Ecoﬁomy

The unprecedented economic transformation which has
taken place inbthé UAE since the formation of the State
has been ‘largely funded by‘oil revenues. Although oil and
gas production remain the primary source of public
revenue, the.secret of the country's current economic
success has been determined goverﬁment‘strategy of
economic diVersification, leading to the creation of new
productive sectors. This, combined with revenues from
foreign;investment, has meant that the UAE economy has
been reiatively immune‘to the effects of plummeting oil

prices (United Arab Emirates Handbook, 2000).

- Business Environment
ThéhUAE government policy recognizes that the private
: : , ]
sector‘is of major importance in the drive for &iversified
economic growth and full employment for nationais. The»
creatiQn of a‘facilitative buéiness énvironmentswhich
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3
encourages local investors to put.their wealthvto‘f{p'
productive use as well asbattracting foreign.investment
have beEn_an important‘aspect of this policy Key elementS~
is'ﬁhe bAEisuincentive strategy that has prov1ded for
Gfirst'classvindustrialfa01lities andvbuSiness support
services, the reduction of red tape and4streamlining of
aadministrative procedures, as well as the updating of
,commerCial laws and regulations to meet international
obligations, ‘increase . transparency, and ensure effective si
'_protection for investors Favorable tax laws and political
‘stability also assist in making the UAE-a prime business
_location (United Arab Emirates Handbook, 2000) |
‘The United‘Arab Emirates'Handbook"(ZOOO)istates that i
1'the"bAE§joined the World.Trade Organization (WTO)  in 1955_
in the knowledge that developing countries, including Arab
Hstates,:cannot ignore WTO sponsored agreements and their
, impact on the global economy A bridge between the private
sector and government has been prOVided by the Abu Dhabi
Chamber}of Commerce and,Industry for over 30‘years. Since
its inception in April~i969,operating from attwo.room |
apartmeét in the capital. It has grown in stature to
'nbecomé éhe’largest chamber of commerce in the Gulf states},

S

with a membershipvofi51,399 at the end of l998,wincreasedv y
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warom 27 in. 1969' OW housed 1n an lmpos1ng bulldlng

J“~on the Cornlche (United rab Emlrates-Handbook 2000) '3

I
e R
~.Free Zoh
, a‘

The 1ncreased number of free zones operatlng in the R

3 fcountry 1s serv1ng to offer a w1der range of optlons to

\

’ potentlal 1nvestors, lncludlng 100 percent ownershlp of‘

- 1nvestments The mas51ve Jebel All Free Zone has become‘f”*ﬁb

. w

one of the largest 1ndustr1al complexes worldw1de Wthh

'dtogether w1th tpeladj“cent port the world's largest
»manmade harbor, has contlnued to attract 1nvestors The '
5Fuja1rah Free Trade Zone was awarded an ISO 9002

certlflcate 1n 1999 ﬁOffers bu81nessmen the locatlonal

'advantage of an easticoast port as well as. the beneflts ofe
‘partnershlp w1th the,Fujarlah Government It has been'"v

grow1ng at a rate ofd20 22 percent annually and currently -

\ _._‘ .

i:has over 125 prOJects reglstered at the zone, represent1ng>hh7

R
NI

"sifisectorrlnvestment worth Dh750 mllllon Trade value out of

‘the zone by the end of 1999 was expected to top Dh one

“bblllion (Unlted Arab Emlrates Handbook 2000);3

_The Dubal alrport Free Zone Authorlty,ione of;thel

'“fvmost recently establlshed free zones 1n the UAE grants

1
{
I

Vhllcenses to companles w1th an 1nternatlonal reputatlon who

'”d“lntend to 1nvest properly 1n env1ronment frlendly prOJectS'

“that are not labor 1ntens1ve The empha51s 1s on long term:




galns wlthln the context of a flve year business plan
- More deNelopments are planned to be added 1n the future

'f(Unlted Arab Emlrates Handbook 2000)

-
1
I

.E4commerceﬁ‘

q_InHorder to‘keep abreast of commerc1al trends

. lworldw1de,’the UAE lntends to set up an.Internet based

‘:central flnanc1al forwardlng and clearance fac1llty knownl

'h as the Payment Gateway‘Server. Several top‘companles are

worklng‘w1th government departments to establlsh the

*ifac1llty whlch is expected to be the flrst of 1ts klnd in

‘the Gulf area yThls is a major step 1n the 1ntroductlon of

e~ commerce, equlvalentlto central clearlng and forward1ng>

Hof flnanc1al transactlons carrled out on the Internet The"

server,;whlch w1ll permlt secure electronlc transactlons,

is an 1ntermedlary between Web- based merchants, flnanc1al‘
|

1nst1tutlons and consumers (Unlted Arab Emlrates Handbook

12000) . ;

Ac%ordlng to a survey conducted by Intel vmost

. e- commelce in. the UAE is conducted by the retall sector,'

’ uhere 4é percent of companles conduct bu81ness over the

Internet Many retall companles have corporate web>31tes

in place Only 9 percent of companles stated ‘that they
i

. ,
will not»use e—commerce One major barrler to use of the



| Internet that IT managers Cited in the survey was access
’speed With 76 percent saying they would use lt more
frequently if connections were faster Plans are in

process to correct this problem'(Survey UAE 1999).

"'l
|

Dubai Internet City

'
i
I
'

Adderson (2001) states that Dubai Tnternet City was .
i :
launched in October 2000. »Since that time it has achieved
conSiderable'success, About 200 companies registered SO
. far anJ:the~first-phase‘of accommodating~newﬁbuSinesses is
already over subscribed Companies who have committeo
themselves to locating operations in Dubai Internet city
include several major multinationals such as Microsoft,
OracleévSun Micro~System( Comﬁaq, IBM, andeasterCard;
Agderson (2001) adds that Dubai Internet City is.
located,a:short distance froﬁ the center of Dubai City. It
nearla;major,residential construction project that will
createja‘newicity, easily reachedkfrom the Duhai

International Airport. Companies locating in‘Dubai

Internet City Will have the choice of offices in pre built
office buildings, or build their own w1thin the site.
‘THe City is" committed to prov1ding a world-class

jtechnical‘infrastructure, 1ncluding a high bandWidth and

low cost'access to a state—of—the—art telecommunications
i : .

‘22v



infrastructure. However, its greatest strength is its
ability to bring together a commuﬁity‘of COmpanies and
facilitate strategic alliances. It is actually one of
three initiatives situatedIWithin the Dubéi, i.e.,
Technology, Electronic Commerce, and fhe Media Free Zone.
The othér’tWo”ihitiatives are Dubai Media City and the
Dubai Ideastasis. Dubai Media City is designed to provide
a location‘and infrastructure for all kinds of media
business, bréadéaéting, publishing; advertiéing, public
relations} research; music, post-production, etc.
(Anderson, 2001).>

’ Dubai Ideas’Oasis is a fcommunity of entrepreneurs,
incubatbrs,,ventufe Capitalists and other enabling
organizatidns," acdording to Anderson (2001) . The
objective is to cépture new'e—business‘ideas and bring
together fhe inéubation, capital and other support
necessary to take thé ideas froﬁ concept to the
‘marketpiace.‘Dubéi interﬁét City'may be the most
success%ul'of thé threé initiatives.to date, its unique
combination with the other two initiatives makes the free
zone thékfirSt of its kind in the world. A ﬁéasure of the
impact éf the Dubai Internet City aftér such a short

period is that it was the host in January 2001 for the
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OECD Emerging Market Economy Forum on issues including

current views on the taxation of 3-commerce.

Economic Outlook

Acbording to "A Country Reﬁort," oil prices are
expected to remain reasonably strong, although declining,
during ﬁhe year 2001 (United Arab Emirates Handbook, 2001).
The role of foreign direct inQestment (FDI) is expected to
expand most rapidly in Dubai, where dwindlihg 0oil reserves
have added a sense of urgency to reforms. Dubai has
alreadyjtaken steps to ease foreign ownership restrictions
and wili seek to promote further inflows when possible.
Abu Dhaﬁi rémains'comparatively conservative‘regarding
FDI, using it as a means of sharing capital costs and
obtainihg new technologies.

Thé strong oil prices witnessed in 2000 have prompted
‘the UAEigovernment to revise its estimate for nominal GDP
growth #o 17.1 perdeht, compared with the 10 percent
estimat%d earlier_last year. The Minister of Planning said
that th% GDP would reach $60.8 billion in 2000. GDP growth
for 200& is estimated at 5 percent as the benefits of two
yeais of strong 0il prices filter down and new industrial
capacity comes on stream. An expected 18 percent fall in
oil pri¢es over the year will be accompanied by stable

.
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production which will allow growth rates to stay strong.
"Real growth‘will drop back to 4 percent in 2002 on the

back of lower prices (United Arab Emirates Handbook,

2001) .

With the volatility of oil prices, and competition in
= | ) :

the indﬁstry, the role of the private sector needs to be

increased so that the economy will continue to grow and at
the same time, lessen dependence on oil revenues for

further development.

Summary
Thé United Arab Emirates (UAE) is located ih the
eastern%part of the Arabian Peninsula. It is a developing
country that became independentlih 1971. However, many
Arab trﬁbes lived in the emirates for hundreds of years.
foliowing the diséovery of oil, ﬁhe government has
moderni%ed the coﬁntry. Today, it is one of the main

industrial‘hubs in the Middle East. The private sector has
\ ‘ 3
expandea to lessen dependence on oil revenues. As a
Co oo ' ' 3
result,ithe business environment and free zones have

attracted business and industry from all over the world.
1 :

The economy is strong and continued growth is forecast.
a ,

Many companies are using the Internet in their

organizétions as well as a marketing tool. Use of the
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Internet is expected to increase significantly within the
near future.
The next chapter is a description of the methodology

selected for this study and an analysis of the survey.
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R CHAPTER FOUR

METHODOLOGY AND ANALYSIS

The methodology selected for thlS study 1ncludes

prlmary and secondary research Prlmary research con51sts
: M

of a survey of companles w1th1n the UAE that would beneflth

from the use - of web 51tes to expand their market A
j ,

questlonnalre was dlstrlbuted to 150 managers of

approx1mately 50 companles, selected at random (See
-Appendlx A) |

The leert system wasiused for measurlng responses to
the suryey The Statlstlcal Program of Soc1al SC1ences
»(SESS) Was used to analyze the prlmary data

‘Part-I of the survey»was de51gned prlmarily to
| e

‘zbdetermlne demographlcs, types of companles, scope~of

'buslness, current use .of the Internet, and whether thel
.ECOmpanyéhasga Web Slte ~Part. II lS analyzed in the next

chapter‘_

Table 1 1s a summary of the bu51nesses and 1ndustr1es
1 o
'1n whlch the company 1s 1nvolved As 1ndlcated in- the

E L
”table,mﬁhe*majorltyvof respondents»were outs1de'
’ ;manufacﬁuring,‘retall ServiCes'andﬁgovernment indicating"

- that the majorlty were prlmarlly other types of bu51ness,

»
|
i
i
|
i
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Table 1%

Businesses and Industries

- : Cumulative
S l Frequency Percent : Percent
‘Manufacturing 17 ' - 11.3 11.3
Retail ’ 12 8.0 19.3
Services 29 19.3 38.7
Government 40 26.7 . 65.3
Other 51 34.7
100.0 100.0

Total

150

probably small, family owned companies[

city, and which traditionally represent

ReSpondents were asked to identify

which dominate the
the Arab éulture.

their position

within the organiZatiOn; See Table 2. The classifications

ranged from CEO to managers of MIS. The majority indicated

"other"iwhich was not clarified so it is not known what

level.Of:management the respondent occupied.

Table 2;

Positioh‘ih the Company

: v o - Cumulative
| Frequency Percent Percent
CEO,CFq, etc. 7 4.7 4.7
Market#ng Mgr 12 8.0 12.8
~ Supervisor 23 15.3 28.4
Manager, MIS 15 10.0 38.5
Other | 91 60.7
Missing 2 1.3
‘Total . 150 100.0 100.0
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T

P

‘The use ofvthe‘lnternethhaS“become global

and as a

' result |many buSlnesses and 1ndustr1es today are d01ng

bu51ness in the global marketplace

To‘reach~customers~as'

well as\potentlal customers worldw1de, companles have

chosen to establlsh a- web 51te to reach them Table 3

descrlbes the scope

T

A
Table 3%»]“

Scope‘of Business

of " the bu31nesses of respondents

Cumulative

‘ Frequency ~ Percent " Percent
Domestic only - 52 3407 34.7
Global | 53 35.3 70.0 -
Reglonal . 9 6.0 76.0

~Middle East 28 18.7 0 94.7
Other | 8. 5.3
Total 150 -100.0 100.0

i
|

The majority of respondents indicated'that'they

conductlng bu31ness on a global scale, w1th domestlc

were .

only

ranklng second and the Mlddle East only, ranking third.

\

Many ofldomest;c buslnesses‘are most likely to expand into .

‘the global market‘ln the’ future as they continue to grow

~and expande Also, it is not unlikely thatvthose who are

‘currently d01ng bus1ness only in. the Mlddle East, w1ll

within the near future,

go global as well

ThlS is based h

on the contlnued growth being experlenced by bu81ness and

\

blndustry in the UAE today.
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It‘was assumed that many of the bompanies currently
doing business globally would be using the‘Intérnét.
However, the study fouﬁd the majority is‘currently using
the Intérnet. This reflécts the modernization of the
cdmmunibations systems in the UAE and the structure that
has expanded as the néed has increased. Table 4 reflecfs

these results.

Table 4¢

Current Use of the Internet

Cumulative
‘ Frequency Percent Percent
Yes 1 132 © 88.0 88.0
No 15 ' 10.0 98.0
Other 3 2.0 2.0
Total ‘ 150 100.0 100.0

Table 5 reflects how the Internet is being used in
the orgénization. The responses indicate that the primary
use appears to be in web sites, use of the Internet within
the organization, and marketing, followed by networking
with brénches, subsidiaries, and sup@liers. The responses
indicat% that the Internet is being well used in the

public %s well as the private sectdr.
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Table 5.

Uses of the Internet

Cumulative
Frequency Percent Percent

Marketing : 17 11.3 12.7
Web sites 37 : 24.7 40.3
In the org. 20 ; 13.3 55.2
Networking ’ - 15 _ '10.0 66.4

"~ Other = 4 2.7 69.4
All the above 16 10.7 81.3
2 & 3 .14 9.3 91.8
26 4 ' 4 2.7 94.8
2, 3, & 4 7 4.7
Missing 16 10.7 :
Total 150 100.0 100.0

It was also impbrtant to the study to identify the
‘person in the organization in chargé‘of online operations
£§ deteﬁﬁine the personvmostZlikely to be in charge of web,_
sites if one wasvébld»by the agency. The results of the |
survey ére'shown ianable 6. It was assumed that the
marketiﬁg and MISvmanagers would have the most authority
in making decisions regarding the implementation of a new
web site.

To%determine if the company had a web site, the

questioﬁ was asked regarding the'management of the web

site.'Tﬂis was for the purpose of determining whether or
! :
| ‘

not thefcompany had a specific Webmaster, employed an

agency,ior obtained other sources to maintain the site.
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Table 6;

In Charge of Online Operations

S Cumulative
. Frequency Percent Percent
Marketing Mgr 31 20.7 25.8.
MIS Mgr : 40 26.7 59.2
-Other 49 32.7
Missing 30 -~ 20.0
JTotal , 150 100.0 100.0
Table 7 reports the results of this item.
Table 7.
Management of the Web Site
Frequency Percent Cumulative
‘ Percent
Webmaster ’ 25 16.7 20.2
MIS Dept. 52 34.7 62.1
Consultant 24 16.0 81.5
Agency 24 : 9.3 92.7
Other 9 -6.0
Missing 26 ' 17.3
0 100.0

Total 150 100.

The manager of the MIS Department is the most likely
person to manage the corporate website. However, there
were a %ignificant number of companies using advertising

r
agencieé with web experience to manage the site. It is

expecte@ that this number will increase as more companies
go onlihe to expand their markets.

The next question concerned how the web site was

being uSed by the company, or at least the primary
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objective. Although it was assumed that the majority were
using web sites mainly as marketing tools, it was

important to know their other uses which may have a direct
relationship to marketing such as customer service. Table

8 reflects the responses to the questionnaire.

Table 8.

Primary Purpose of the Web Site

Cumulative
Frequency Percent Percent

Customer Info 37 24 .7 29.8
Customer Svc 20 13:3 46.0
Marketing 23 1553 64.5
Revenues 5 353 68.5
Other 16 10.7 81.5
All the above 3 20 83.9
1 & 2 6 4.0 88.7
1 & 3 6 4.0 93.5
1, 2, & 3 8 5.3

Missing 26 17.3

Total 150 100.0 100.0

The responses supported the fact that web sites are
being used in one way or another for marketing objectives
e.g., customer information, customer service, and
marketing. Providing information to customers appeared to
rank the highest.

The respondents were requested to indicate how much
per month they had to pay for their web site service. The
price ranged from $10 to $150,000 monthly. The majority of

the respondents did not respond to the question. A total
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O ; . . _— L o
i .
|

‘u”of 19 responded w1th an average of one™ from each
'_des1gnated amount The results did not prov1de a'j

consensus, ‘or even an average upon Wthh to 1dent1fy an

i
|

'approx1matlon of monthly fees belng pald by web 81te'
\

users.‘Therefore, none‘of'the‘percentages appear to be
valid. '!'

Table 9 represents the responses to the questlon as
‘to the bompany s plan for the use of the Internet as a ”
1

marketlng tool in the future The majorlty 1ndlcated that
l .

lthey”planned to use the Internet in the future However,’a
51gn1f1cant number also dld not respond to the questlon

In addltlon,‘a Slgnlflcant number 1ndlcated that they had
no current plan for the ‘use of the Internet A small

percentage 1nd1cated a plan to use at sometlme durlng the

next flye years, but wrth no spec1f1c‘plans.

i
[ S

'Table 9:
Use of the Internet and Future Plans:
: : : Cumulative
R o Frequency S Percent . pPercent
No Planjv 143 28.7 . 38.7
~ Near future 51 o 34.0 . 84.7
~ In 5,years 8 5.3 . 91.9°
- Other a 8. 5.3 o 99.1
Missing' = . |40 - - - .26.0 . . ST
-] 150 0 S 100 0 ; 100.0

- Total
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.

\

|
bTahle“lO“presentsvthe responses to the Questlon R
f:“regardlngithe types of advertlsrng‘currently belng
femployed by the company Thls was for the purpose of
vdetermlnlng how the majorlty of respondents reached the .
vwmarket‘;and the percentage of‘companles that werehx”.l”

, A ; , ,
dependihg heav1ly on the Internet to reach thelr markets
,Although the use of newspapers,vtelev1slon and radlo-were I‘
;prlmarlly used the results 1ndlcated a Slgnlflcant use of

o ‘
the Internet as a marketlng tool

.:Table 10

o AdvertIS1ng Currently Employed .

_l EE R - ~ Cumulative
1 - N Frequency Percent , Percent
\ ‘ . . o , o .
|

- None - S 38 'iﬂ“»‘h' 25. 26.2
Print o 3 22, 49.7
TV/Radlo o2 e L ' 51.
Internet L S ©o.15 0 10 61,
Other | | - 8 . 5. 66.
'All the above 2 s, - 75.
Only 2;& 3 . | 1.~ Sl e, 80.0
only 2's& 4 | 29 . 10. '

‘Missing . | 05 3.
‘Total- |~ - .| 150 ‘ ~.100.

oo

. 100.0

| Ioiestabllsh a nem web 31te agencyvltlwas'important;
toddetermlne how much a company would be w1lllng to spend_
Tfor'the:web"slte'des;gn. The questlonnalre set forth a
range‘of;dollars from élQO to~$20,OQOL'Only:a“total of‘18

responded with 132;Choosingvnotﬂtol From the responses it
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o want to:

1
P
|
\

>'1s ‘not poss1ble to arrlve at a consensus, orVeven”an‘
average‘as to what they would be w1lllng to spend on
: desrgn;ﬁ "

The same-results'Werefexperienced in,the>queStion as.
' \
to how much they would be Wlllng to spend on upgrades as

"well as management of the srte Due;to:the lack-of\
! | | | =5 -

response 1t_washnotipos§lblegto»determine‘angaverage, or

even anlestimatel
' | \ . . . .
Table 11 ldentlfles the responses to- the questlon as

i

to what type of web s1te serv1ce they would most llkely

employ

l
b . . ‘
o The majorlty of responses 1nd1cted the serv1ce of a

. 1 '
consultant whlch reflects the view that w1th1n many
1

organlzatlons management and employees may have llttle’

experleﬂce w1th web 81tes and therefore have the greatest

‘need fOn those'w1thvexpertlse‘ln'the art.

 Table 11.

Web‘Site‘Seryice_Mosthikelyfto"Employ%»‘

. .. . Cumulative

L S Frequency : Percent - Percent
Consultant . | 33 22.0 _  28.0
Installation v 6 4.0 1 33.1
,Malntenance 19 12.7 49.2
‘None 23 .. 15.3 68.6
Other REEEET 19 - 12.7 84.7

0 - o
Missing| L3200 0 21.3 S
Total ~ 150]’ ' lOOvO] ©100.0

- Only 1 T'3 |18 12,
| L
|


http:respon.sd

\
?
The next sectlon of this chapter presents an analys1s

_of»Part1II'of,the,survey focuslng'on»servlce and interest
~in using web‘sites»as a‘marketingftOOl;

. Table 12 reflects the responses to the questlon as to
. 1 .

, B ;
Wthh service they wereﬁmore llkely to use,'Elght services
- | e
|

were indlcated in the questlonnalre

Table 1%

Type of Serv1ce Organlzatlon Would Most leely Use

L . Service ‘ VL L NO U VU Mlssing
'Bulldlng a web page |57 44 16 11 10 12
‘Managlnb a web page |38 52 .24 17 8 . 11
Selling banner ads .. . |20 42 32 23 19 14

~ Use 24 hour service ' |43 33 .30 18 17 9
‘Taking pustomer orders 34. 41 31 16 13 15
Prov1dewtechn1cal assist |30 = 44 24 15 @ 24 13-
Change des1gn , . 129 52 25 20 13 11
Integrate sound/mu51c |38 38 22 18 - 24 19

l n
- , ‘
The‘majorlty of respondents 1nd1cated an interest in
1

vbulldlng\a web 51te by respondlng very llkely and llkely

‘The majorlty also 1nd1cated that they would use a web site
:agent to%manage.thelr;srtes.‘Selllng banner ads was llkely‘
Tto the m%jorlty,combining‘those wholindicated very likely
and llkely It was 1nterestlng to note that the majority
~would re?ulre 24 hour serv1ce, take orders, and prov1de
technlcal a551stance to change de31gn perlodlcally

"’Approximately_one third_would integrate sound and music in

|
. b
‘their sites.. -
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It is important for an agency to know what would
influence management of an organization in the selection
of an outside service needed to support a web site. In
this regard, nine different possible influences are
indicated in Table 13 based on the respondent's opinion.

"Quality of service" ranked the highest followed by
"reputation," "innovative ideas," and "cost of service."
This indicates that the majority of those planning to
implement a web site will be selective in their decision
as to what type of agency they are looking for. The factor
given the highest priority is quality of service that

agencies need to be aware of.

Table 13.

Factors Influencing Choice of Agencies

Service VL L NO U VU Missing
Reputation 60 53 17 4 4 12
Number of years in bus. 40 54 32 10 2 12
UAE Ownership 30 43 49 9 7 12
Cost of Service 47 54 28 6 3 12
Quality of service 79 33 16 6 3 13
Measurable performance 44 53 25 12 1 15
Artistic design concepts | 37 60 27 12 1 13
Innovative ideas 50 55 24 6 3 12
Current customers 37 58 27 9 5 14

Part III focuses on the respondents' opinions
regarding web sites and the Internet in general. The

objective was to identify the attitude of management
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regarding web sites and the amount of knowledge they have
regarding the implementation and use of the sites.

In‘this section the respdndents were asked to respond
accordiﬁg to their views indicting whether‘they Strongly
Aéree (éA); Agree (A), have‘No Opinion (NO), Disagree (D),
or Strongly_Disagreé (SD) . Table 14 reflects the responses

to the Questions abbreviated in the table.

Table 14.

Part IIT.

STATEMENT . SA A NO D - SD MISSING

1. Sites require 85 . 48 8 2 1 6
creativity ' ‘ _

2. - Cost of web less 41 65 26 10 2 o

, than other media :

3. Web site reduce 27 - 42 33 31 11 6
number of sales '
persons '

4. Provides 24-hour 67 58 11 3 4 7
service. '

5. Marketing tool for | 65 53 16 8 2 6
UAE

6. Sites can reflect 53 70 14 4 3 6
culture of UAE.

7. Sites can be 58 51 25 5 3 8

designed within
Isﬂamic principles _
8. Web sites will not ‘58 52 22 6 3 9
offend .
culture/religion
9. Web sites is the way| 66 68 6 1 2 T
of business life E
10. No limitations as to| 53 60 15 13 3 6
what can be
~ marketed. '
~11. Products on web can 40 63 24 10 6 7
' be sold for lower :
prices. '
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In general, based on the responses, the majority was
familiar with web sites, and had an understanding of all
involved in their content and used as a marketing tool. A
detailed printout of the results can be found in

Appendix B.

Comments
At the end of the gquestionnaire, respondents were
asked to comment about the survey, or web sites in
general. The following are some of the comments that
contribute to this study:
1. Web sites should be designed in both Arabic and
the English language.
24 Increased competition should improve web sites.
35 Customer service is a major factor to build
trust between buyer and supplier.
4. Quality of products and services being offered
can play a major role in the use of web sites.
s Companies must give privacy and security to
influence customers to purchase over the
Internet.
6. Web sites should include a significant amount of
information for consumers since they have no

opportunity to meet face-to-face.
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7;; Companies need to be made aware of the benefits
of using web sites as a marketing tool.

8.% Not many people in the UAE use credit cards.
Othe: methode for making payment need to be
considered, such as shipping products to be paid

cash on delivery‘(COD).

Summary
The pﬁipcse of the study was to identify the need for
~and interest in the use-of the Internet end web sites as a
: marketihg tool in companies currently doing business in
the UAE. Only 14 percent ofvtop firms in the UAE are
involvec in e—commerce, but 95 percent believe the
Internet is an important business tool, according to
1recent surveys; However, with the pri&ate sector
continuing to expand in the UAE it is believed that more
companies will be forced to look to the Internet to expand
their m%rkets and to be more competitive in the

marketpiace,

Patt I of the gquestionnaire was designed for the

purpose?of determining the current use of the Internet by

companies in the UAE. This data pertains to research

conducted to determine if there is a market for an
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édvertiéing agéncy in the UAE‘that specializes on the
Interne% and use of web sites.

Fr@m‘the responses received in the survey, many
companiés'are using thé Internet as a marketing tle and
many cu%rently have web sités. However, many companies
lack the expertise in house and are uéing consultants and
agencieé to provide the service they require.

Paft II of the quéstionnaire focused on the type of
local service that an organizatipn would avail‘themselves
of considering creating a web site on the Internet.
Respondénts:were asked to indicate»their opinion according:
to: Ver§ Likely (VL), Likely (L), No Opinion (NO),
Unlikel§ (U), and Very Unlikely (VU).

A Th§ majority also indicated_that they wbuld'managé
their sites. The majority would require 24-hour service,
take orders, provide technical assistance change design
periodiéally, but 6nly about one third would integfate
sound a%d music in their sités.'Nine factors were

identif#éd as possible influences on making the decision

\ .
as to wﬂich outside services to purchase. Quality of

service Eanked the highest followed by reputation,
innovati&e ideas and cost of service.
ParF III focuses on the respondents opinions

regarding web sites and the Internet in‘general. In this
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-seetion the respondents were asked te respond accordlng to‘
‘their views on varlous statements regardlng the Internet

S in general Respondents 1ndlcated they were famlllarvw1thn~»:
_Web 51tes,‘and had an. understandlng of all 1nvolved 1n,,

theirieantent.and'use as axmarketlng-tool.

A

ThL follow1ng chapter ‘sets forth a bu31ness plan for

'”establlshlng an Internet agency in the UAE.
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. CHAPTER FIVE

'BUSINESS PLAN

f%l'o fsh}thff” Introductlon

As consumers Shlft thelr purchasrng to the Internet

f7the buslneSS models that have def1ned~tradltronal;bqsrness,

for decades seem to- be falllng apart Traditfonai company
'managers watch w1th 1ncreased dlscomfort as new Internet
competltors that have never earned~a penny go publlc,
orewardlng thelr founders with mllllons, even bllllons, of
',dollars Whlle the Internet's. 1mpact on bus1ness modelsn
: varies from 1ndustry to 1ndustry, deflnlte patterns have
.emergedf‘Taken as: a whole, these patterns offer a valuabie
y‘framework-for thrnklng‘through how a company 's flnanc1al
performance w1ll be affected by the tran51tlon to the

‘Internet (Modahl 2000)
' Many companles that have no rdea why they are onllne ‘;
or are Jnllne only because thelr competltors are ThlS-lS‘v
one reasonbwhy many s1tes fail. ‘To put the company ahead
'of the pack, a so;rdtbuSInessbplan is needed. There ;srno'
qdestion but'that’a company,should gO'oniine‘tovpromoteh‘ K
»marketlng-goals- danal (2000).proposes'tenieSSentialhsteps:;

toward creatlng a marketlng plan on a. web 51te TheSe,are

|

as follows:
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10,

~.Jar

“unreali

overnigl

'Deflne the marketlng mission by settlng ,
_reasonable goals . and objectlves,”—:the first .
h step in any. successful venture. One you have:‘ _
‘goals, you can determlne if the plan is- worklng
‘and take. steps to lmprove results. Without .
*goals,'web sites tend to become a big cash draln
. with no visible signs.of helping the company :
. -Gain: cooperatlon from different departments in
the company. Because a web site can affect o

sales, advert1s1ng, publlc relatlons,'customer
service, -and product research; as well as-

. 1nvestor relations, it is 1mportant for all. _
:departments to work in harmony to create a. web

site that helps ‘the entire company .

- Assign areas of respon51blllty People and - S
‘departments must ‘know who will be responsrblerf“
for each step of the: plan, from design,

1mplementatlon, and promotlon to rev151ons

. Determine budgets. :

;13Create marketing strategles that support the

' mission. Once you have ‘a goal, you. need messages;
~ that market the vision a reality. ~

Create the web from an artlstlc view to present :

~ the marketlng materlals in a frlendly and

efficient .manner.

' 'Connect to the Internet

hal

sti

t.

Promote the web Slte Onllne promotlons can take

‘many’ forms

Test.and" rev1se the effectlveness of the home~'/
page. You need to see 1f the messages are.

'7worklng :
.The web allows you to move prospects 1nto

customers and customers into raving, llfelong

‘5lfanS" The Internet has a varlety of . tools to
-~help management create ‘one-to-one marketlng

relatlonshlps with customers that increase:

i_loyalty and repeat bu51ness (p 32 33)

(2000)’suggests that management should not setv
C”goals Few successes have been achleved

vHefadvises’lookrng'atvthe“market —fdetermlne“

how'large it is, and7then:determine'how‘itﬁcan be'reaghed

in a co

st=

'efficient‘wayﬁ.OtheryiSSuesfneed to be addressed.



i
as wellxsuch as —3"Howfmuch:time will it take“to:achieve
set‘goals?" ﬁHow_muCh_mOney or energy w1ll 1t take°"_

::Setting Sights'toofhigh‘can mean fallure, therefore the

7.goals'should,be reasonable} and capable of ach1ev1ng

Advantages
. I

. Jahal-(ZOOO) states‘that doingxbusiness{onlinedcostsh?
‘less compared to ooenlng a storevon Maln Street Merchants'
can pass‘the sav1ngs on. to customersd Another adyantage 1s
'ﬁtthat one can v1s1t web stles of competltors and find out
,what new products they are offerlng

\
ThlS 1s a s1gn1f1cant advantage because the Internet

|

hasbmade consumer buSlnesses'more-competltlve.’The
-Internet has strlpped away many of the barrlers to
_competltlon that bu51nesses used to take for granted —-——-
fbarrlers such as geographlc separatlon, lack of
,1nformatlon, and poor communlcatlon‘ While the 1dea that
the Internet 1nten51fles competltlon is no surprlse, it
”A'indicates”thatuas the Internet matures, consumer markets
omustibecome far more - fluld.and responSlve to‘changes in

asupoly 1nd demand than they have been 1n the past (Modahl,;
2000) . : | o o |
| Anothersadyantage;is_that it‘is:possihlebto establishj
ayoné-toaone'reIaﬁionship with customerSQand.prospects‘ |

using e+mail. This,broVides an opportunity to send :
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messages and adVertisemenfs to customers who request them,‘
 and‘als9 responding quickly to customer domplaints and
other needs.

Thé web site also offers many opportunities to
adverti?e products and‘service and monitor the site from
time toitime to determine its effectiveness. Few responses

may indicate the need to make changes.

Creating Company Value
Modahl (2000) states that the early Internet was

overrun}with nearly identical companies. If the company

intends to win in the long run it must develop brand based
on consﬁmer exberiences, control physical distribution and
leveragé consumer information.
Brandiné

Acéording to Modahl (2000) branding has been the most
powerfui means of separating a product from scores of
undifferential suppliers. The less differentiated products
are theimore important brand identity becomes. The basic
aspect %f consumer brands creates both a challenge and an
opportuéity,on the Internet. The challenge is that the
Interneé wiil not allow a one-way presentation éf the

|-

[ \
" brand image, instead, the brand merges as the sum of

two-way communication experiences that the consumer has
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on-line. The opportunity is that a brand;bﬁilt on two-way
experiehces_is more powerful and lasting than any
projectéd imaée. Over time, each consumer accumulates
experie%ces about the product and form dpinions about the
brand.

According to Modahl (éOOO), the chéllenge is to
create brand expefiences (positivé) that are reinforcing
acrossvfive distihct areas:

e On the web site - its web site is its single
| most wvaluable asset.

° In the store - web sites that lack consistency
between online‘énd‘offline stores, create
pfoblemé,'aé that which is offered.in a store
and on the Internet must be the same. It is
recommended that the web not include many
products to create confusion in the mind of the
consumer.

° Personal communication - When consumers order
online they want to know if they order was
~received. Companies that build a good éxperienCe‘
‘tend to over-communicate, cohfirmihg orders,

? shipment, aﬁd billing by e-mail.
* Z éver thé Inteinet*f the web site must be located

where the consumer expects it to be. One must
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know wﬁo links with the company, how the company
performs on search sites, and who 1is sellingvthe
same products, even products in the company's
own name.
I $fo the Internet - from a conéumer's point of
view, the company you pfesent oﬁline should be

the same one they know offline.

Control:' Physical Distiibution

Suéerior physical delivery is one of the most
importaht strategic advantages an Internet business can
have. Aimost anyone can take an order, but to process it
well ana to get the right product into the hands of the
consumer today - not in three tb five days, will be fare.
Excelleﬁt pioduct delivery is a critical link in the brand
experience for consumers .on the Internet. Building a
distribution network that geté everything from shoes to
fresh fﬁuit off the Internet and into consumers' homes is
néé eas?. However, with overnight delivery so popular
today} in most cases, 1f the item is in stock, it could be
sent ou%'on the same day of the order.

, 11 .
Leverage Consumer Information

'Every day the Internet generates a large amount of
new data. Getting information from the Internet is very

easy, but putting it to valuable use is not. Personal data
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is the most sensitive and should be protected by thé
‘Seller.:PerSOnal information can create préblems unless it
is handied with the utmdSt care. Modahl (2000) states
"compangesvshould think of personal information and
collective data as thevchurch and state of Internet
busineSS, Kée? the twobseparate" (p. 140).

'Aélthe Internet matureé-it will change the
competitive dynamids of most consumer industriesbquite
d:amatically. To win in this environment, companies must
build a'critical'mass of customers and enough technology
know-how to respénd to current demand as it fluctuates.:
'This meéns investing in intangible aésets, parﬁiéularly
the sales distribufion chahnels that will bdiid the
custome# base and the technology thaf will respond to

customers in order to create company value (Modahl, 2000).

Banner Ads
- To get more people to visit a web site is the use of

Banner Ads. These ads are advertiSements that companies’
buy_andiplace on other companies' advertising vehicles}

| . .
|

such as search engines, chat rooms, online magazines, and
i . _ . ‘
web sites. The companies selling advertising space are

‘called ﬁpublisheré" and the companies that buy the ads are.

"advertisers" (Janal, 2000).
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BeCause they are rectanguiar in shape they are called
"banner%;"-A full banner is.468 x 60 piXels, oﬁher'are
smaller;in size. The smallest is 88 x 31 pixels called a
micro bﬁtton.‘Banner ads can display a call to action and
link to;é specified web page that contains more
information. Interactive banners have pull-down boxes that
let peoble select exactly what informatibn they‘want‘to
see cJahal, 2000) . |

Alfhough banher adsioffer”the benefit of attracting
custome;s to the web site, there are criticisms as well.
When there are many banners on a web site, the individual
has a tendency to filter them out mentally and may not
éven see thém.mﬁch less read them. If they dé see them
they may not actually click on it to see What it is about.

Janal (2000) suggests that to make the ad more

attractive and noticeable, the following strategy should

be usedé
. é Target the ad to the desiréd audience.
. i Pose,quéstionsv— do not just make statements or
. show pretty pictures. Use questions - they
i :

initiate an interaction with the banner by
acting as a "teaser." Examples are: "Looking for

~ free software? Have you seen...?"
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. { Use bright colors - helps attract a user's eye
blue, green, and yelibw.work‘best, while white,
red and black are less effective.

° Use énimation - helps to catch a user's eye, use
of movement grabs attention more effectively
than static banners by 25 percent;

o Call to action - Simple phrases such as "Click

~ here,"™ "Visit N§w," and "Enter Here," tends to
impfo?e‘response rates by 15 perceﬁt. Thése
should be strategically placed in'ﬁhe ad,
preferably on the right side as this is where
the eye will be drawﬁ.

o Avoid banner bﬁrnout - After seeing the banner
several times, it'may no longer be effective and

- may need to be‘modified-(Janal, 2000) .

For banner ads to be effective, certain words are

more efﬁective thén others.'Example, - offer a free

report, la free download, a free subscription, and "win"

becausejcontests are'bigvon the Internet (Janal, 2000).

Summary
A ﬁusiness plan is important to any new venture. For

many managers, marketing on the Internet is a new venture,

and a business plan is vital to success. The main

|
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objective is to create company value in the mind of the
prospective consumer. It is important to set reasonable
goals and objectives, gain cooperation from the whole
company, assign areas of responsibilities, set budgets,
create the marketing strategies that support the mission,
connect to the Internet, promote the web site, test
effectiveness, and move prospects into customers. Other
important factors include controlling physical
distribution, and leveraging consumer information.

Branding is also necessary for creating company value
as many customers rely on a brand name in making a buying
decisions. Consideration can also be given to the use of
banner ads, which has become very popular today.

The following chapter is a brief summary and

conclusion of this research study.
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CHAPTER SIX

L SUMMARY AND. CONCLUSION

Summary

The subject selected for this‘research study‘was to
1dentify‘the strategies to use to establish an Internet
.marketing agency 1n the UAE that offers advertis1ng "
aSSistance via web s1tes to companies dOing buSiness in
the country The’ UAE compared to many other countries;'is‘
very small Its geographic location and discovery of Oll>‘
have enabled the country to develop economically and
modernite Thevprivate sector has Significantly expanded
making the UAEvone of the largest commercial centers in
the Middle Eastg | |
!

‘»Toéfurther‘expand itS‘markets‘it is believed that-
many companies,‘large and small,.millﬁbenefit from using
the Internet as a marketing tool. Today,.companies allbdh‘

over the world have web Sites to advertise their products
and services. Although some companies in thegUAE are
'Currently using’webvsites_for promotingdtheiriproducts,
othersdhave not primarily due lack of adVertising‘agencies
in the UAE that have expertise in'this_area;
"‘Betorefmakinc the decisionlto_eStablishgan‘
advertising:agency in.the.UAE, a research study was needed
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http:to.establish.an

to idenﬁifybthe potentialrmarket‘as,well‘as the needs of
the mar#et. The purpose of‘the study was to identify the
need fo; and interest in the use of the Internet and web
sites ae,a marketing tool in companies'currently,dong
businese in the‘UAE. |

Foilowing a review of the Internet and the current
econgmie.status of the UAE, a survey was taken of 150 men
in busineSS’and industry in the UAE to determine if there
"is a need for an advertising agency with Internet
expertiee, and if such market does exist. Although many
businesemen are familiar with the Internet, that does not
always ﬁean that they will also be informed as to the use
of web sites as a management tool. The results of the
survey indicated that they were fully aware of the
internet andvthe many adVantages it offers as a marketing
tool. .

A significant percentage of respondents indicated
that they either had a web site or that they were planning
to set %p one"witnin the near future and witnin five
years. éince this was the response from the majority of
respondents, it is the view that most managers have
knowledée about the Internet, but the majorities do not
have su%ficient talent in their organization to design and

implement a site on the Internet.
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; Conclusion

Thé results of this,study conclude that the pri&éte
sector gn the UAE is continuing to gtow and many‘companies
are entefiﬁg the glbbal market; The.Internet_is not new to
compani%s in the UAE, but many have not taken steps to
design @eb sites that will expand their mérkét evén.,
internaiionally. In»or&ér‘for the UAE to COntiﬁue onvits‘
road tojgfowtﬁ andexpaﬁsion in the international as well
as‘démestic markét, marketing on the Intéfnet will be
mandato}y.‘Compahies“ﬁhétmhave é web site have a
competikivé edgeidver those cOmpaniesithét do not. Since
sufficfent time has péssed and thefe‘haé been a
significant experiénce'on the‘Intérnef, now is the time
for com@anies to create‘web sités és this is the markéting
strate&y tﬁat‘will CQhEinue to incréase}“
THe main prdblem to date has been the’limited number
‘vdf professionéls.thatghave expértise in this area‘because
it requires a backgrouﬁd in ihtéfnational marketing,

advertising, design, graphics; etc. With the expertise

being available in the~cduntry, more companies will have

accessito such services. Although web sites alone will not
guaranﬁee‘continued‘industrial and business growth in the

UAE, it is believed that using the web as a marketing tool

|
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will enable many companies to offer their products to

markets all over the world.
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QUESTIONNAIRE
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QUESTIONNAIRE

The following questionnaire has been prepared for the purpose of conducting research for a
thesis to meet the requirements for a master's degree in integrated marketing communication. The
subject selected is the feasibility of establishing an Internet Advertising Agency in the UAE. The
following questions are designed provide data for this study. Please indicate your opinion and

you.

PART 1:

experience regarding use of the Internet as a marketing tool. Your responses will be confidential. Thank

1. Please indicate the business or industry in which your company is involved. Circle the
number that closely resembles your response.

L.

kv

Manufacturing

Retail

Services

Government

Other. Please specify: :

2. What is your position in the company:

SR W N

CEO, President, CFO, etc.
Marketing Manager
Supervisor

Manager, MIS

Other. Please specify:

3. ‘,Which of the following best describes the scope of our business:

1. Domestic only
2. Global
3. Regional
4. Middle East only
5. Other. Please specify:
4. Does your company currently use the Internet: 1-Yes ___ 2-No

5. If yes, which of the following uses of the Internet does your company make at this time on

—_

Bl AR

the Internet.

Marketing

Company Web sites

Internet within the organization

Networking with branches, subsidiaries, suppliers
Other. Please specify:
All of he above
Only2 &3

Only2 & 4

Only 2,3 & 4
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If yes, who is in charge of the onlme part of your busmess?

1. Marketing Manger

2. MIS Manger
3. Other. Please spec1fy

If a company Web site is estabhshed whlch of the followmg best descr1bes the »

management of the Web site: :

A Webmaster is employed by the company v S
Web site is designed by the company's MIS department o
“An outsrde consultant is used to manage web sites - : ,
You employ an advert1s1ng agency with Web experrence to manage your web 51te L

Other. Please specify: T , o

TR w R

' _KI f your company has a Web 51te whlch of the followmg best descrlbes 1ts prlmary o

purpose? RN
1.. Customer mformatlon Co
Customer ser_v1ce
Marketing
- Revenue producmg D
Other. Please specify: -~
All of the above.

RUE WP

' Approximately how much per" month Cloes .your Web sit'e‘cost?

If you or your company do not’ currently usmg the Intemet as a marketmg tool what are N ‘ _

L the future plans for domg so in your company'7 Ee

wl No plans

2. Plan to use it in the near future '

4 Other Please spec1fy

1L ]

i
p

3.  Plantouse itin five years

Please md1cate the types of advertlsmg currently bemg employed to market your products‘.v;

' "1. "None .
2.- Newspapers. ~'_ R
3. Television/R'adio" B
- 4. Intérnet
5. Other. Please indicate: :
6. - All of the above
‘If your company were to estabhsh 1ts own. Web s1te how much would you be w1llmg to :
. spend on; S . C oL
i Des1gn

| 72,‘.11pgrades R TR R i
~+. 3. “Management of the site CE L




13., What type of Web site service would you most 11kely want to employ?

i 1. Consultant
-2.  Installation
‘3. Maintenance
14, None

5. Other

6. 1&3only

PART IL
If a local service were to provide web designed e-commerce service in the UAE:

Use the folldwing guidéline and circle the response that closely resembles your response.
Scale: 1-Very Likely 2-Likely 3-No Opinion 4-Unlikely 5-Very Unlikely

A. How likely are you to use each of these services?
Building a web page on the Internet.
Managing a web page on the Internet
Selling banner ads

24 Hour customer service

Taking customer orders

Provide customer with technical assistance
Changing design of site on a periodic basis
Integration of sound and music

wwwwww.ww
P N N NN
W W b v b

N N
O g S S T

B. ‘If you were to utilize an outside service for design and service, please indicate what
factors would influence your choice of a web design and e-commerce service media.
Reputation 1 3 4 5
Number of years in business 1
UAE ownership 1
Cost of service , 1
Overall quality of service ‘ 1
' 1
1
1
1

o No L EWLN

Measurable performance
Artistic design concepts

Having innovative ideas

Current customers

DRV NDNDN
W WWWWWWwWw
Bl e T i
Ui i v v v b e

PART III:

\

For each of the items below, please indicate the level of your agreement or disagreement- SA - strongly
agree; A -agree N no opinion; D - disagree, SD, strongly dlsagree Please circle the letters that best

\
corresponds w1th your response.

1. !An effective Web site requirés extensive .
icreativity and clarity. = . : SA A N D SD

2. iThe cost for Internet marketing is less than v
‘what would be spent for other media. SA-A N D SD

3. The implementation of a Web site reduces :
the number of sales people needed. “SA'A N D SD
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4. 'Web sites provide a 24 hour service to :
‘ customers and potential customers. I . "SA A N D SD

© 5 The use of the Internet asa marketrng tool’
'will significantly contribute to the ' S
economrc growth of the UAE el T "SA A N D 'SD :

:‘Web sites can be de51gned to reﬂect the ’ S et

culture ofthe UAE. .~ .~ .~~~ ~SA A N D SD

7. ‘rWeb sites can be de51gned accordmg to ... -
fthe prmc1ples ofIslam. =~ .~ .. SA A N D SD-

8. ‘Web 51tes when properly de51gned w1ll R oL
not offend the culture or rehglon o . ' SA A N D SD
Marketmg products on the Internet is -
‘becommgthe way ofbusrness formany S o NN
compames o .. .. ... SA A N D SD

©

-10. There are no limitations as to what can Tt » :
be marketed on the internet. o ~  SA A N D sb

1 1. Products on the Internet can be sold at S o ‘ .
: lowerprlces R ' .. SA' A N D SD '

ADDITIONAL COMMENTS -
~ Do you have : any thoughts or mformatlon on the sub]ect of Internet use in the UAE that you could -

_share? Please: use the lines below to share any comments, 1ssues or concerns that would benefit the ’
study. 1 '

- Thank you -
Ahmed Khouri
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o Freque‘ncy.

Valid

143~

- ‘ : Missing
“Please |nd|c ate the business or mdustry in whlch your company is mvolved 150 " 0
What is your position in the company? - 148 2
Which of the following best describes the scope of your busrness'7 150 0
Does your company currently use the internet? 150 0
If yes, which of the foIIowrng uses of the Internet does your company make at this | 134 16
time on the Internet o
If yes, who is in charge of the online part of your business?’ 120 ‘30
If you company has a Web site, which of the foIIowrng best descrlbes the 124 26 -
management of the Web site? ‘ :
If your company has a Web site, which of the foIIowmg best describes its prrmary 124 | 26
purpose? | ' : v
Approximately how much per month does your Web site cost? 18 132
If you or your company do not use the Internet as a marketing tool, what is the 111 "~ 39
future plans for doing so in your company? :
Please indicate the types of advertlsmg currently being employed to make your ’,‘ 145 5
products? , . . :
How much are you willing to spend on desrgn'? 18 | 132
How much are you willing to spend on upgrades? 18 .| 132
How much are you willing to spend on management of the site? 18 | 132
What type of Web site service would you most likely want to employ? 118 |- 32
How likely building a web page on the Internet? 138 .| 12
How likely managing a web page on the Internet'? 139 |- 11
How likely selllng banner Ad? 136 .| 14
.| How likely are you to use 24 hour customer servrce'7 141 | 9
“How likely taklng customer orders? 135 | 15
How likely are you to provide customer with technlcal assistance? 137 13
How likely changing design of site on a periodic basis? 139 11
How likely are you to use mtegratlon of sound and music? 140 10
Reputation ! : 138 12 -
Number of years in busmess -] 138 - 12
UAE ownership - 1138 12
Cost of service 138 12
Overall quality of service | 137 13 |
Measurable performance 135 | 15
Artistic design concepts 137 13.
Havrngﬂrovatlve ideas 138 ~12
Current customers ‘ 136 14
An effective Web site requires extensrve creativity and clarity. ‘ 144 | 6
The cost for| Internet marketing is less than what would be spent for other medra 144 | 6
The implementation of a Web site reduces the number of sales people needed. 144 6.
| Web sites provide a 24 hour service to customers and potential customers. 143 | 7
.| The use of the Internet as'a marketmg tool will srgnrf cantly contribute to the 144 . 6
| economic growth : . .
Web sites can be designed to reﬂect the culture of the UAE. . v 144 6
Web sites can be designed accordlng to.the principles of Islam ’ 142 8
Web sites, when properly designed will not offend the culture or religion. 141 9
‘Marketing products on, the Internet is becomrng the way of busrness for many 143 7
companies. .
| There are no Ilmrtatrons as to what can be marketed on the Internet 144 6
Products on the Intemet can be sold at Iower pnces 7
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Frequency Table

, Ieas§ indicate the business or industry in which yqur company is involve

|

| : ' Cumulative
| : Frequency | Percent |Valid Percent| Percent
~Vald _ Manutacturing 17 11.3 1.3 11.3
: 1 Retail 12 8.0 8.0 19.3
' Services 29 193 | 19.3 38.7
Government 40 26.7  26.7 65.3
i Other 52 34.7 347 100.0
Total 150 100.0 - 100.0
- What is your position in the company?
Cumulative
' Frequency | Percent | Valid Percent Percent
Vald __ CEO, President, CFO, et 7 47 47 47
. Marketing Manager 12 8.0 8.1 12.8
. Supervisor 23 15.3 15.5 28.4
- Manager, MIS 15 10.0 10.1 385 |
 Other 91 60.7 615 100.0 |
' Total 148 98.7 100.0
Missing | System 2 1.3
Total 150 100.0
Which of the following best describes the scope of your business?
, l , : : Cumulative
| o ' Frequency | Percent Valid Percent Percent
"Valid __ Domestic only 52 347 347 34.7
| Global 53 353 35.3 70.0
- Regional ‘ 9 6.0 6.0 76.0
~ Middle East only 28 18.7 18.7 047
Other . 8 53 | 53 100.0
Total ' 150 | 100.0 100.0 :
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Does your company Currén'tly use the internet?

b

o : Cumulative
Frequency | Percent | Valid Percent Percent
Vald  Yes S 132, 88.0 88.0 88.0
No 15 | 10.0 10.0 98.0
4 R 7 7 98.7
7 1 7 7 99.3
9 1 7 7 100.0
Total 150 -100.0 100.0 |

If yes, which of the following uses of the Internet does your company make at this

time on the Internet.
‘ Cumulativ
: Frequency Percent Valid €Percent
Vand | Marketng 7 —11.3 | rereent 127 T2.7
} Q?mpany Web 37 247 27.6 40.3
| :)"r;e;:?;a‘::g: the 20 13.3 14.9 55.2
,"'::‘l’)":i'(;‘ig‘fi’e‘;""th branches 15 10.0 11.2 66.4
Other 4 2.7 3.0 69.4
All of the above 16 10.7 11.9 81.3
Only2&3 14 9.3 104 91.8
Only2 &4 4 i 2.7 3.0 94.8
| Only2 &3 & 7 4.7 5.2 100.0
. Total 134 89.3 100.0
Missing | System 16 10.7
Total 150 100.0
If yes, who is in charge of the online part of your business?
i : Cumulative
§ Frequency Percent Valid Percent Percent
"V'aﬂﬁTlVlEFk_eﬁng manager 31 20.7 25.8 25.8
‘ | MIS manager 40 26.7 33.3 59.2
\ Other . 49 327 40.8 100.0
| Total 120 80.0 100.0
Missing‘; System 30 20.0
Total | 150 100.0

|

i
|
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Ifyou company has a Web site, which of the following best describes the management of the

; Web site?
3 | - Cumulative
; B Frequency | Percent = | Valid Percent Percent
A ‘ ebmaster 1S ,

1 employed by the company ' 25 16.7 20.2 20.2
. Web site designed by the ,
3 company's MIS 52 347 419 62.1
| department ‘
. An outside consultant is _
. used to manage Web 24 16.0 19.4 - 815
‘ sites . :
i You employ an )
| advertising agency with 14 9.3 11.3 927
| Web experience to mana
" Other 9 6.0 7.3 100.0
'~ Total 124 82.7 100.0 -

Missing System 26 17.3

Total 150 100.0

If your company has a Web site, which of the following best describes its primary
; purpose?
| Cumulative
I S Frequency Percent | Valid Percent . Percent
all ! ustomer information 37 24.7 29.8 29.8
. Customer service 20 13.3 16.1 46.0
| Marketing 23 15.3 18.5 64.5
. Revenue producing 5 - 33 40 . 68.5
{ Other - 16 +10.7 12.9 81.5
" All of the above 3 | 2.0 2.4 83.9
. Only1&2 6 4.0 4.8 88.7
i Only1&3. 6 4.0 4.8 93.5
Oniy1 &2 &3 8 5.3 6.5 100.0
Total 124 82.7 100.0
Missing | - System 26 17.3
 Total 150 100.0
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Approximately how much per month does your Web site cost?

Cumulative
; Frequency | Percent Valid Percent Percent
vand TT0 T e 56 55
: $22 1 7 5.6 11.1
$40 1 7 5.6 16.7
; $100 2 1.3 1141 27.8
$120 1 7 5.6 33.3
: $300 1 7 56 38.9 |
g $367 1 7 5.6 44.4
$1,000 2 1.3 11.1 55.6
$1,600 1 7 56 61.1
; $1,666 1 7 5.6 66.7
| $2,000 2 1.3 11.1 77.8
| $2,500 1 7 56 83.3
$20,000 2 1.3 11.1 94.4
$150,000 1 7 5.6 100.0
: Total 18 12.0 100.0
Missing = System 132 88.0
Total ‘ 150 100.0

If you or your company do not use the Internet as a marketing tool, what is the future
plans for doing so in your company?

i
i

| ‘ : ‘ Cumulative
i Frequency Percent  Valid Percent Percent
Valid No plan 43 28.7 38.7 38.7
m:r;g;‘:il'fr;" 51 34.0 45.9 84.7
| fr::"fl\t,‘; ‘;Z‘;r'ts'“ 8 5.3 7.2 91.9
| Other 8 5.3 7.2 99.1
P 5 1 7 .9 100.0
Total 111 74.0 100.0
Missing System 39 26.0
Total 150 100.0
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Pleése indicate the types of adve

rtising currently being employed to make your

products?
- : Cumulative
E Frequency | Percent | Valid Percent - Percent -
vand __ None 38 25.3 26.2 26.2
! Print - Newspapers,
' magazines, g 34 227 234 407 |
. Television/Tadio 2 1.3 1.4 51.0°
. Internet 15 10.0 10.3 61.4
| Other 8 5.3 55 66.9
© Al of the above 12 8.0 8.3 75.2
Only2&3 7 47 48 | 80.0
Only2&4 29 19.3 20.0 100.0
. Total 145 96.7 100.0
Missing  System 5 3.3
| Total 150 100.0
How much are you willing to spend on design?
Cumulative
1 Frequency | Percent | Valid Percent Percent
Valid $100 1 4 0.6 5.6
$150 1 7 5.6 1.1
| $500 2 13 11.1 222
$835 1 7 5.6 27.8
$1,000 2 1.3 1.1 38.9
; $1,835 1 7 5.6 44.4
$2,000 2 1.3 11.1 55.6
- $3,000 - 1 7 5.6 61.1
: $5,000 2 13 11.1 722
‘ - $8,334 2 1.3 11.1 83.3
% $10,000 2 1.3 11.1 94.4
| $20,000 1 7 5.6 100.0
i Total 18 12.0 100.0
Missing  System 132 88.0
‘ 150 100.0
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.How much are you willing td s'pénd on upgrades?

| , o Cumulative
_ _ Frequency. | Percent | Valid Percent Percent
Valid $100 1 4 5.6 5.6
‘ $185 1 7 5.6 11.1
$200 3 2.0 16.7 27.8
$250 1 7 5.6 333
- $400 1 7 56 38.9
~ $500 2 13 11.1 50.0
$700 1 7 56 55.6
$800 1 7 5.6 61.1
$1,000 2 1.3 11.1 722
$1,500 1 7 5.6 77.8
$1,667 1 4 5.6 83.3
$3,334 1 7 5.6 88.9
-$5,000 1 7 5.6 94.4
$40,000 1 7 .~ 56 100.0
, Total 18 12.0 © 100.0
Missing = System 132 88.0
150 100.0

Total

How much are you willing to spend on management of the site?

: Cumulative
B Frequency | Percent | Valid Percent Percent
Valid 0 3 2.0 16.7 16.7
$35 1 7 5.6 222
$100 -, 1 7 5.6 27.8
$400 1 7 5.6 33.3
$500 5 3.3 27.8 61.1
| $700 1 7 5.6 66.7
| $1,000 2 1.3 11.1 77.8
| $2,000 1| 7 5.6 83.3
$4,167 1 7 5.6 88.9
$5,000 1 7 5.6 94.4
$10,000 1 7 5.6 100.0
‘ Total 18 12.0 100.0
Missing ~ System 132 88.0
‘ 150 100.0

Total

{
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- What type of Web site service would you most likely want to employ?

. v | Cumulative
. L ‘ Frequency | Percent | Valid Percent Percent
RELE Tonsultant 33 22.0 28.0 28.0
: Installation 6 4.0 5.1 33.1
| Maintenance 19 127 16.1 49.2
. None 23 15.3 195 68.6
? Other 19 12.7 16.1 84.7
| Only 18&3 18 12.0 15.3 100.0
1 Total 118 78.7 100.0
Missing  System 32 21.3 | '
Total 150 100.0.
How likely building a web page on the Internet?
. 1. | Cumulative
R Frequency | Percent | Valid Percent Percent
AdVery Tkely 57 38.0 213 773
' Likely 44 293 31.9 73.2 |
No opinion 16 10.7 11.6 848 |
Unlikely 11 73 8.0 92.8
 Very unlikely 10 6.7 S 72 100.0
: Total 138 92.0 100.0
Mis!sing - System 12 | 8.0
Total 150 100.0
How likely managing a web page on the Internet?
. Cumulative
. L | Frequency | Percent | Valid Percent Percent
alrid‘ © - Very likely ~ ] 38 ©29.3 27.3 27.3
0 Likely L2 | 347 37.4 64.7
E No opinion 24 16.0 17.3 82.0
. Unlikely 7 113 122 94.2
i Very unlikely 8 53 5.8 100.0
| Total ' 139 927 100.0 '
Missing  System 11 73
Total 150 100.0
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How likely selling banner Ad?
, Cumulative
Frequency | Percent | Valid Percent Percent
vand Very Tikely 20 13.3 147 147
Likely 42 28.0 . 30.9 45.6
No opinion 32 21.3 23.5 69.1
Unlikely 23 15.3 | - 16.9 86.0
Very unlikely 19 | 12.7 140 | 1100.0
Total 136 907 | 100.0 '
Missing  System 14| 93
Total 150 | . 100.0
How likely are you to use 24 hour customer service?
L R R . o ~ Cumulative
» - . | Frequency | Percent .| Valid Percent ‘Percent
Vand Very Tkely 3T 28.7 - 305 — 30.
' Likely 33 22.0 234 53.9
No opinion 30 .+.20.0 21.3 75.2
Unlikely 18 120 12.8 87.9
Very unlikely 17 | 1.3 121 100.0
Total 141 | 94.0 100.0
Missing  System ol 6.0 1
 Total 150 100.0
1
|
How likely taking customer orders?
_ R Cumulative
o Frequency Percent Valid Percent Percent
vand Very kely 34 ~22.7 252 25.2
Likely 41 27.3 30.4 55.6
~ No opinion - 31 20.7 23.0 78.5
Unlikely =~ 16 107 11.9 90.4
“Very unlikely 13 87 9.6 100.0
. _Total 135 | 90.0 100.0
Missing ~ System 15 - 100
Total 150 100.0
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How likely are you to provide customer with technical assistance?
3 S - Cumulative
v Frequency | Percent | Valid Percent Percent
'VEI@ Very Tikely 30 | 20.0 21.9 21.9
| Likely . 44 29.3 321 54.0
- No opinion 24 16.0 17.5 71.5
Unlikely 15 10.0 10.9 82.5
~ Very unlikely 24 16.0 17.5. 100.0
Total 137 91.3 100.0
‘Missing - System 13 8.7
| Total 150 100.0
How likely changing design of site oh a periodic basis?
- Cumulative
, : Frequency | Percent | Valid Percent Percent
vand Very Tikely ' 29 - 193 20.9 20.9
Likely 52 | . 347 37.4 58.3
No opinion 25 | 16.7 18.0 76.3
Unlikely _ 20 13.3 144 | 90.6
Very unlikely | 13 8.7 9.4 100.0
o Total 139 92.7 100.0 |
Missing  System 11 7.3 | RE
Total o 150 100.0
How likely are you to use infegration of sound and music?
A - Cumulative
. Frequency | Percent | Valid Percent Percent
Valla‘_ Ver likely S 38 25.3 271 271
‘ Likely 38 25.3 271 54.3
No opinion 22 14.7 15.7 70.0
Unlikely 18 12.0 12.9 82.9
Very unlikely |- 24 16.0 17.1 100.0
Total 140 93.3 100.0
Missing  System 10 6.7
Total 150 100.0
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' Reputation

. - | . Cumulative
- | Frequency | Percent [ Valid Percent Percent
and Very Tkely 60 40.0 435 435
g Likely 53 35.3 38.4 81.9
No opinion 17 11.3 12.3 94.2
Unlikely 4 27 29 971
Very unlikely 4 27 29 100.0
Total 138 92.0 100.0 -
Mislsing System 12 8.0
Tot?l 150 100.0
|
Number of years in business
Cumulative
_ Frequency | Percent | Valid Percent Percent
Vaiid Very likely 40 26.7 29.0 29.0
~ Likely 54 36.0 39.1 68.1
. No opinion 32 21.3 232 91.3
Unlikely 10 6.7 72 98.6
Very unlikely 2 1.3 1.4 100.0
-.Total 138 92.0 100.0 |-
Missing  System 12 8.0 l
Total 150 100.0
UAE ownership
_ ; Cumulative
‘ Frequency | Percent | Valid Percent Percent
Valid Very Tkely 30 20.0 21.¢ 21.7
Likely 43 28.7 31.2 52.9
No opinion 49 327 35.5 88.4
Unlikely 9 6.0 6.5 94.9
Very unlikely 7 47 5.1 100.0
Total 138 92.0 100.0
Missing  System 12 8.0
Total 150 100.0
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Cost of service
‘ | Cumulative
Frequency | Percent | Valid Percent Percent
vald Very likely 47 31.3 341 347
Likely 54 36.0 ©39.1 73.2
No opinion 28 18.7 203 93.5
Unlikely 6 4.0 4.3 97.8
Very unlikely 3 2.0 22 | 100.0
Total 138 92.0 | 100.0
Missing ~ System 12 80 ’
Total 150 100.0
Overall quality of service
Cumulative
_ Frequency Percent Valid Percent Percent
valid very likely 79 52.7 57.7 or./
Likely 33 22.0 241 81.8
No opinion 16 -10.7 1.7 93.4
Unlikely 6 | 4.0 4.4 97.8
Very unlikely 3 2.0 2.2 100.0
Total 137 91.3 100.0
Missing  System 13 8.7
Total 150 | 100.0
Measurable performance
* Cumulative
, : Frequency Percent Valid Percent | = Percent
vand Very-TKely 44 29.3 32.6 32.6
Likely 53 35.3 39.3 71.9
No opinion .25 16.7 18.5 90.4
Unlikely 12 8.0 8.9 99.3
Very unlikely. 1 7 7 100.0
Total 135 | 90.0 100.0
Missing  System - 15 10.0
, Tot‘al 150 100.0
75




Arfisti'c design concepts
o ‘ - Cumulative
' v Frequency | Percent Valid Percent Percent
Vand ___ very likely Y4 24.( 27.0 27.0
! Likely 60 40.0 - 43.8 70.8
- No opinion 27| 180 19.7 90.5
Unlikely 12 | 8.0 8.8 99.3
Very unlikely 1 7 7 100.0
Total 137 91.3 100.0 '
Missing  System 13 . 87 '
Total ‘ 150 100.0
' Having innovative ideas
: Cumulative
: Frequency | Percent | Valid Percent Percent
alid very likely 50 33.3 36.2 36.2
Likely 55 36.7 39.9 | 76.1
No opinion 24 16.0 17.4 93.5
Unlikely 6 4.0 4.3 97.8
Very unlikely 3 2.0 22 100.0
Total 138 92.0 100.0
Missing  System 12 8.0
Total 150 100.0
Current customers
Cumulative
. Frequency Percent Valid Percent Percent
Val Very likely 37 24.1 27.2 27.2
Likely 58 38.7 42.6 69.9
No opinion 27. 18.0 19.9 89.7
Unlikely 9 6.0 6.6 96.3
Very unlikely 5 33 37 100.0
Total ' 136 90.7 100.0
Missing~  System 14 9.3
Total 150 . 100.0
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An effective Web site requires extensive creatiVity and clarity.

, Cumulative
Frequency | Percent | Valid Percent Percent
and Strongly agree 85 56.7 59.0 59.0

Agree 48 32.0 33.3 92.4
No opinion 8 5.3 56 97.9
Disagree 2 1.3 1.4 99.3
Strongly disagree 1 7 7 100.0
Total 144 | 96.0 100.0

Missing  System 6 4.0

Total 150 100.0

The cost for Internet marketing is less than what would be spent for other media.

Cumulative
Frequency | Percent Valid Percent Percent
vald Strongly agree 47 27.3 28.5 28.5
Agree 65 43.3 451 73.6
No opinion 26 17.3 18.1 91.7
Disagree 10 6.7 6.9 98.6
Strongly disagree 2 1.3 1.4 100.0
Total ‘ 144 96.0 100.0 '
Missing  System 6 4.0
Total 150 100.0

The implementation of a Web site reduces the number of sales people needed.

Cumulative
: Frequency | Percent .| Valid Percent Percent

anhd Strongly agree 27 18.0 | 188 18.8

Agree 42 28.0 29.2 47.9

No opinion 33 22.0 229 70.8

Disagree 31 20.7 21.5 92.4

Strongly disagree 11 7.3 7.6 100.0

Total 144 96.0 100.0

Missing  System 6 4.0
Total 150 100.0
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Web sites provide a 24 hour service to customers and potential customers.

B | Cumulative
Frequency |- Percent | Valid Percent Percent

and Strongly agree 6/ 447 46.9 46.9

Agree 58 |. 38.7 40.6 87.4

No opinion 11 7.3 7.7 95.1

Disagree 3 2.0 21 97.2

Strongly disagree 4 2.7 2.8 100.0

Total 143 95.3 100.0

Missin System 7| 4.7
Total 150 100.0

The use of the Internet as a

economic growth.

mai'keting tool will signiﬁcantly contribute to the

: - : Cumulative
: : Frequency | Percent | Valid Percent Percent

Vahd Strongly agree 65 433 451 451
Agree 53 35.3 36.8 81.9
No opinion 16 10.7 11.1 93.1
Disagree 8 5.3 5.6 98.6
Strongly disagree 2| 13 14 100.0

. Total 144 96.0- 100.0
Missin System 6 | 4.0
Total 150 100.0.
Web sites can be designed to reflect the culture of the UAE.
iy _ ' RE Cumulative
Frequency | Percent .| Valid Percent Percent
vand Strongly agree 53 35.3 36.8 36.8
 Agree 70 46.7 486 85.4

No opinion 14 9.3 9.7 95.1.
Disagree 4 2.7 2.8 97.9
Strongly disagree 30 20 21 | 100.0
Total 144 | 960 100.0

Missing ~ System 6| 40

Total 150 100.0
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‘ Web sit_es can be designed according to the principles of Islam.

_ Cumulative
Frequency | Percent | Valid Percent Percent

Valid Strongly agree 58 38.7 40.38 40.8
Agree 51 34.0 35.9 76.8
No Qpinion 25 16.7 17.6 94.4
Disagree 5 3.3 35 97.9
Strongly disagree 3 2.0 21 100.0
Total - 142 94.7 100.0

Missing  System ’ 8 5.3

Total | 150 100.0

|
Web sites, when properly designed will not offend the culture or religion.

» Cumulative
Frequency | Percent | Valid Percent Percent
Vand | otrongly agree 58 38.7 471 471
Agree 52 347 36.9 78.0
No opinion 22 147 15.6 93.6
' Disagree 6 4.0 4.3 97.9
Strongly disagree 3 2.0 2.1 100.0
Total ‘ 141 94.0 100.0
Missing  System 9 6.0
Total | 150 100.0
!
|
Mar’keting products on the Internet is becoming the way of business for many
companies.
Cumulative
Frequency Percent Valid Percent Percent
Vand Strongly agree 56 440 456.2 46.2 |
Agree 68 453 47.6 93.7
No opinion 6 4.0 42 97.9
Disagree 1 7 7 98.6
Strongly disagree 2 1.3 1.4 100.0
Total ' 143 95.3 100.0
Missing  System 7 47
Total 150 100.0
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| There are no limitations as to what can be marketed on the Internet.

S E Cumulative
: Frequency | Percent | Valid Percent Percent
and Strongly agree 53 35.3 v 36.8 36.8
Agree 60 40.0 | 41.7 : 78.5
No opinion 15 10.0 10.4 88.9
Disagree , 13 8.7 9.0 97.9
Strongly disagree | 3 2.0 2.1 100.0
Total : 144 96.0 100.0
Missing ~System . 6 40
Total | 150 | - 100.0
* Products on the Internet can be sold at lower prices.
Cumulative
Frequency | Percent | Valid Percent Percent
vand | otrongly agree 40 | 20.7 28.0 — 28.0
. Agree 63 42.0 : 441 72.0
No opinion 24 16.0 16.8 88.8
Disagree 10 6.7 7.0 95.8
Strongly disagree 6 4.0 4.2 100.0
Total , 143 95.3 100.0
Missing ~ System 7 47 ’
Total \ 150 100.0
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